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[bookmark: _Toc38415850]Introduction 
This report aims to study service quality dimensions, in which SERVQUAL model using to measure the customer's satisfaction and the impact of these factors on the customer’s requirements and satisfaction in Apple Inc. The report will be critically analysing the factors which can influence the business ability of Apple Inc to maximise the customer’s value. An overview of Apple Inc will be considered in the report. The various gaps of services will be included to analysis the difference between customer’s expectations and perceptions of customers. The various dimensions of customer value, such as conformance to requirements, customer values in production assortment, price and brand, value-added services, relationships and experience will also be included.  
[bookmark: _Toc38415851]Apple Background 
Apple is an American company of technology and it’s headquartered is in Cupertino. The company designs sell and develop online services, computer software, and electronics products. It is included in the larger four companies of technologies, next to Microsoft, Goggle, and Amazon. The iPhone Smartphone, Mac, iPad, Apple Watch, Apple TV, AirPods, HomePod, and iPod of the company are included in the hardware products of the company (Zhang et al., 2014). The company was established by Ronald Wayne, Steve Wozniak, and Steve jobs in 1st April 1976. The company has more than 500 retail stores and serving in the international market. 
Arthur Levinson is the Chairman of Apple Inc and Tim Cook is CEO of the company. More than 136,000 employees are performing in the company and the revenue of the company in 2019 is approximately US$ 260 billion and net income in the same year is the US $55.256 billion. 
[image: ]
Figure 1 logo of Apple Inc. https://en.wikipedia.org/wiki/File:Apple_logo_black.svg

[bookmark: _Toc38415852]Customer values 
It is official said that in the global Apple is the most valuable manufacture. The company has positioned itself to some customers, people, innovators, wealthy people with good lifestyle and better jobs. The company targets mainly the high-class customers and medium-income people, if the company targets the poor customers then the trendy class customers will stop themselves from buying the products of Apple. The customers experience that needs to be satisfied by having some relative actions regarding to the cost of that action is termed as the customer value (Siami and Gorji, 2012). The Customer value is measured by a ratio of perceived benefits to the cost it is also termed by perceived value. The perceived values will be drop if the cost will rise for the given set of benefits. It can be hurt the value of the company and the sales can be increased as the prices are lower. Apple would have the difficulties that it cannot increase the price, because now the customers expect from the company a cheap price for their better products (McKecnie et al., 2011). The customer value is very important for every business and it is the satisfaction of the consumers feel after the purchase of any products or services relative. The customer’s value of Apple is very high but there are certain factors that can influence the customer’s value of the company. 
Philip Kotler’s Consumer Buying Process is the best way to understand the factors that impact the organization’s ability to maximize customer value.
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Figure 2 Consumer Buying Process (Dabestani et al., 2016)

[bookmark: _Toc38415853]The first dimension is the Conformance of Requirements 
Consumers can recognize what the requirements or problems are and what types of products would be able to meet the requirements (Khan et al., 2016). The consumers experienced the personal perceptions are termed as internal stimuli. Internal or external stimuli can trigger the requirements of the consumers. Advertising is included in the external stimuli. The needs of the customer triggered in mind by the advertisement of the product by the shop as a person moved to a cold place and not realized that a heavy winter coat is required. The customer will not move forward with the consideration of product purchase, as if the customers do not perceive the requirements or problems. It is part of Maslow’s hierarchy of needs. The customer eventually achieves self-actualization when requirements fulfilled in the hierarchy and ascend the level of the hierarchy. The basic requirements of the customer of Apple are Mobile, Laptops and technological accessories. The Conformance is very necessary element of the quality assurance of the project management plan. It is usually measured within the acceptable ranges of the tolerances so that the products that meet these ranges have a high quality of conformance (Rasche et al., 2012). Conformance of requirements means the ability of the products and services for meeting the desired specifications that observed by the consumers. 
Apple identifies the circumstances that trigger the needs of the customers and collects the information from lots of customers regarding stimuli that spark an interest in the products. Apple develops the marketing strategies for triggering the consumer interest by the collected information.
[image: ] Fig.3 The products meets the requirements of the customer. Available at: https://techcrunch.com/2017/12/27/apple-devices-again-saw-the-most-activations-during-the-holidays/?ncid=rss 

[bookmark: _Toc38415854]The second dimension of Customer Value is Product Selection
Interested customers always try to seek product selection. The product selection by the customers depends upon the information they get either by advertising or form some relatives or families. Product selection depends upon the resources of the information such as experimental resources, public resources, commercial resources, and personal resources. Experimental resources include using, testing, examining or handling the product, public resources include consumer rating agencies and mass media, commercial resources include dealers, salesmen or advertising and personal resources includes relatives, friends or family (Yadav and Dabhade, 2013). The customers scrutinize all the brands in a specific sequence for choice set and collected information about some specific brands only that are included in the choice set. The product selection is the habit of the customers they prefer the best quality products at the lowest prices, thus they set choice list of the brands and compare the values of various brands and prefer the best suitable brand. The customers of Apple are very crucial for the company and doing so the company always provide the best quality products but at the higher price so that customers can know the value of the products while comparing it with the other brands. 
Companies required acknowledging the resources that the consumers exercise. In the way of increasing the value of the product or brand, the company should identify the relative information about the resources and their types used by the consumers to set the choice set. The buying decision of the consumers depends upon the information gained by the resources. Apple mainly focuses on the information level and the resource as what kind of resources the customers of its brand and other brand preferring because this helps in determining the requirements of the customers and tends to fit in the choice set of the customers.
[bookmark: _Toc38415855]The third dimension is Price and Brand 
The customers evaluate the products available on a scale of specific attributes. The correct research over the products makes able the customers to have the options from where they have to select. The customers of Apple use the wants and needs as criteria in comparing and evaluating every product against each other (Cook, 2014). The customers rank the products as per the values and requirements and after that pick the products which suit their wants and requirements according to the budget for purchasing. In this stage, the customers evaluate all the available options of the brands or products according to the attributes that can deliver the benefits which the customers seeking. The consumers evaluate the selection of the products in terms of psychological and functional benefits. In the period of problem-solving, the number of alternatives considered by the customers is termed as evoked set, which helped the consumers in comparing the products and brands. These both terms the price and brand are very crucial for the customers while selecting the products or brands (Siami and Gorji, 2012). For the consumers, brand mainly depend upon the reputation of the company and price is abstract quality dimension, which perceived the quality of the products and added the product in the choice list via considering situational influences and additional information. 
It is also known as the consideration set. Problem-solving is the process in which the customers got involved and commits significant time to the terms and conditions of sales and other features, warranties and review price. 
[image: ] Fig.4 Evaluation Between Brands. Available at: https://www.statista.com/chart/8319/samsung-vs-apple/. 
The organization requires checking other brands of the consideration set or evoked a set of the customers for preparing the right plan of the brand. High involvement buying involves products with too much difference as if the customer’s involvement is low they look at only one brand while if the involvement is high it tends the customers to evaluate several brands.
[bookmark: _Toc38415856]The fourth dimension is Value Added Services
The customers prefer the most promising brand than the several brands present in the market, where the consumer prefers the most satisfactory and beneficial brand and bring it in the choice set. The comparison by the customers shows the inferiority of the brand. The consumers compare the brands also about the price paid. The actual purchasing of the product depends upon the attitude of the consumers, which depends upon the three factors like perceived risk of the consumers, unanticipated situational factor and attitudes to the others (Dabestani et al., 2016). Free information, high-level customer services, and warranties are the key value-added services of Apple that have attracted the customers and bring the brand in the first choice of the consumers. Functional quality of the products are considered as the crucial element of value added services, where the way by which the end result of the processes was transferred to the consumers are functional quality and the technical quality define what is delivered (Rasche et al., 2012). Services facilitating to the consumer beyond the standard calls in the telecommunication is referred as value added services. 
The value-added services protocols of Apple help the consumers to generate loyalty passes. Apple launched Apple Pay that uses value-added services protocols for communicating loyalty information to the NFC terminals. For the consumers and their seamless experience at checkout, Apple released an NFC powered loyalty program that is Apple Pay.
[bookmark: _Toc38415857]The Fifth dimension is Relationship & Experience 
Relationship & Experience is the last factor that impacts the organization's ability to maximize customer value. Expected satisfaction and actual satisfaction are not so equal, as the customers find some issues in the products while using the products (Garratt et al., 2014). The relationship and experience of the customers with the brands depend upon the satisfaction and dissatisfaction of the customers with the products. The customer dissatisfaction depends upon the larger gap between the performance and expectations of the product. Customer satisfaction depends upon the relationship between the actual performance and expectations or expected performance. The relationship of Apple with its customers becomes strong because of the satisfaction of the customers with products while its expectations counted by the dissatisfaction of the customers. For maximising the customer value, one of the most important elements is the loyalty of the brand with the consumers related to the products and services offered. However, the brand experience is the combination of two major elements the first one is cognitive brand experience and second is emotional brand experience (Yadav and Dabhade, 2013). With the increased importance of the brand Apple understood the different dimensions of the brand experience along with this founded that how this has influenced the other brand variables. 
To minimize the gap between the performance and expectations or experience and relationship, Apple exaggerated the benefits of the product and makes the truthful clam of likely performance of the products. The customers purchase the products of Apple again and again and talk favourably to friends and family, as they are satisfied with the products and services which turn into a stronger relationship and good experience.
[bookmark: _Toc38415858]Service quality 
The service providers of Apple Company want to find what their customers care about. A better guess is service quality. Along with this price and a small degree quality of the product is also count. The customers care is the most about the quality of service for the service providers of Apple. The service providers of Apple can always ask about the customers, statistically make valid research, and of course, the providers check the research (Mola and Jusoh, 2011). But sometimes the lack of money, skills, and time is diverse the lead of service providers. Even the research through service quality has progressed and they referred to the gaps and using these in their service quality. Service quality tends to focus over the satisfaction of the customer’s requirements and by how greater way these services delivered to the consumers for meeting their expectations (Rasche et al., 2012). The services are of two categories the first one is functional and the second is technical, where the functional quality mainly focuses towards the processes and approaches of the delivery of the services, on the other hand, technical quality y mainly focuses towards what the actual services delivered to the consumers.  
After widespread research, the company found certain five dimensions which generally customers use when they evaluate the service quality. In other words, when the company or providers used these dimensions in the right way, which is known as the SERVQUAL model, customers can be hand over the loyalty keys. Because, the customers will receive better service from the service providers. The SERVQUAL model includes five service quality dimensions, which are as given below:
Empathy – individualized attention and caring provides by Apple to its customers. The applications of empathy are listening actively and showing concern while interacting with the enrollers. 
Assurance – courtesy and knowledge of employees and capability to convey confidence and trust of customers. The application of the Assurance is, knowing what the products and services are. 
Responsiveness – provide punctual services to the customers and willingness to support the customers. The applications of responsiveness are picking up the calls on time or answering consumers as soon as possible and responding emails promptly. 
Reliability – the capability to work on promised service accurately and dependably. The applications of reliability are maintaining the good relationship with the suppliers and providers for ensuring the smooth access and dealing very honestly with the consumers. 
Tangibles – the appearance of communication materials, types of equipment, and physical facilities. The applications of tangibles are appearance and designing of emails and maintaining very friendly and clear tone over the calls with the consumers. 
All these dimensions are very crucial to consumers but some other dimensions are also important. The service providers of Apple required knowing which are majoring and which to avoid (Töllner et al., 2011). At the same time, the providers cannot concentrate only one factor and others let suffer. The above-given dimension is important to each other by knowing from customers to assign a hundred points across the whole five factors. 






The five dimension of service quality 
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Figure 2 the five dimension of service quality (Rasche et al., 2012)
[bookmark: _Toc38415859]The first dimension of service quality is Reliability 
This dimension indicates that the service is properly performed by the organization for the first time. Besides, it shows that Apple strives to complete that promises and concentrate on the results. The customers always want to add up on their service providers. The customers are value reliability (Zhang et al., 2014). The providers yearn or desire to find out the actual value of customers. This dimension of service quality helps to maximise the customer value of Apple. It is a very important dimension and for the company is it is very crucial to be reliable for their customers than have flashy new types of equipment. The service providers need to do reliable and provide better quality in their services to the customers. The first effort of service providers of Apple is better spent on making their service more reliable. It leads the customers to build up the loyalty with the present services for the future. It is referred to the dimensions by which how fast and frequent the brands perform and fulfil the promised quality standards with properly following the quality standards with accuracy as well (Yadav and Dabhade, 2013). It is very crucial for the first time impression because the consumers are conscious about fulfilment of the promised quality standards and also about the services providers whether they are reliable or not. 
[bookmark: _Toc38415860]The second dimension of service quality is the assurance 
It has been referred to as the knowledge and courtesy of employees and their capacity to exchange trust and confidence to customers. A varied opinion is given by the researchers on the ranking or listing of assurance between the dimensions of service quality (Mola and Jusoh, 2011). As per the different researchers, assurance ranked differently in the dimension of service quality. It means keeping the customers of the company informed in their inhabitant language and regardless of their nationality, age, and educational level listening to the customers. The employees of Apple instil confidence with their customers and their customers feel safe for their transactions. The return of the consumers mostly depends upon the success and failure of the customers’ expectations (Siami and Gorji, 2012). Apple’s customers always choose the brand for always because the brand it is capable to meet the expectations of the consumers. The ways of talking and attitude of the service provider generally matters too much for the assurance of the customers returns in the future. The assurance could be in the form of employees, representatives or sales that directly deal with the consumers.  
[bookmark: _Toc38415861]The third dimension of service quality is tangibles 
The tangibility is identified by the researchers as physical facilities of the company, which includes communications, personnel materials, and pieces of equipment. It is understood the physical image or value of service provided by the company that customers will consider assess service quality (Rasche et al., 2012). Tangibles are connected with; machine, tools, and the physical facilities used in direction to provide the services along with these representations of the provided services like cards (credit and debit), efficiency, statements, and speed of transactions. Various privileges are involved in tangibility such as company’s counters, opening hours, hardware parts of products, efficiency and speed in products and services. The service escape is referred by tangible service dimension. This dimension means are related to the creation of first time face-to-face impression along with including approaches of presenting the products and services. The equipment and facilities used for pleasing the atmosphere are included in this dimension. The physical appearances of the atmosphere where the services are provided are demonstrated by tangible quality dimension.  
[bookmark: _Toc38415862]The fourth dimension of service quality is empathy 
The customers of Apple require feeling that they are made main concern by the Apple providing services. The means of empathy is paying personal concentration, caring, and providing better services to their customers. Conveying the feeling is the core of empathy in which conveying that the customers are special and unique (Siami and Gorji, 2012). The quantitative study by researcher identifies that the service quality dimensions have considered credibility, security, and access to determine empathy. The suitable business hours are giving the best interest of customers in their hearts. Empathy is important to dimension as services quality can be performed totally to specifications. This dimension highlights the required attributes of the consumers on the reality ground. The customers cannot be entertained in an excellence way if their needs will be unknown for the service providers (Yadav and Dabhade, 2013). Apple aims to provide feeling to its customer that they are extraordinary and esteemed with this goal the company construct the client certainty. This dimension defines how the clients are minded by the company and how much individualized consideration is given to them related to the client certainty. 
[bookmark: _Toc38415863]The fifth dimension of service quality is Responsiveness 
The responsiveness of willingness of the employees includes helping their customers and telling the accurate things to the customers, giving them complete concentration, responding in accord with their appeal, and promoting services. Reading to react to inquiries of customers also involve in the responsiveness. The respond or reaction should be quickly, immediately, rapidly, instantly to the customers (Töllner et al., 2011). It is the third dimension of service quality. Service providers are getting advantages by establishing internal responsiveness for things such as responding on-site, returning emails and calls. Through this, the customers feel that the providers of Apple are responsive to their requests. In any event the customers feel more significant this can be achieved by this service quality dimension. By utilizing its best quality in the services, the company mainly aims to give superior feeling to the consumers (Mola and Jusoh, 2011). Apple gives the first priority to its customers regarding their superior feeling related to the services and provides first-class quality to the consumers via rapid services. Responsiveness is that service quality dimension that defines the consciousness of the service providers for providing the best quality to the consumers.  
[bookmark: _Toc38415864]Service Gaps
Service gaps knowledge helps the companies to understand customer satisfaction. The service gaps are arranged in a model known as the gap model of service quality, this model helps service industries in understanding the various deviations which occur in the service delivery process to the potential customers. The model identifies the gap between the processes and creates a roadmap for the industry’s overall delivery process. Service gaps can be properly understood by the gap model.
[image: ]
Figure 5 The GAP Model (Yadav and Dabhade, 2013)
The GAP model consisting of five types gaps occur in the service delivery process these are as follows:
[bookmark: _Toc38415865]1. The Knowledge Gap: the gap between management perception and customer expectations
Incorrect analysis of the customer needs and wants to raise the gap between the industry or management and customer. The gap mainly occurs due to insufficient market research and a lack of market segmentation. Insufficient communication between the managers and employees raised the gap (Töllner et al., 2011). The existence of a knowledge gap identifies that the company is trying to meet the non-existing or wrong needs of the consumers. The knowledge gap occurs because the managers have not properly interpreted the expectations of the customers regarding the products and services of the company. For closing the gap between the perceptions of the managers and expectations of consumers for the services comprehensive market research required.  
[bookmark: _Toc38415866]2. The policy Gap: The between management perception and service quality specification
The gap between the management or industry and the performance standards of the company is termed as the policy gap. This gap occurs because management comprehended did not set with the performance standards (Cook, 2014). The unsystematic new service development process, inappropriate physical evidence, and poor service design are the main reason behind the occurrence of this gap. For the employees, incorrect translation of the service policy into the guidelines and rules by the management reflects this gap. The policy gap seeks consumers a similar product with better service elsewhere.
[bookmark: _Toc38415867]3. The Delivery Gap: The Gap between service quality specification and service delivery
The gap created by the failure to match the demands and supply. For meeting the service standards, unwillingness, incapability, and improper training are the key terms due to which the delivery gap occurs. The employee performance’s weaknesses are exposed by this gap, as ineffective recruitment is the main cause of the delivery gap. The failure in the training of the employees to support the consumers is also the base for the gap. The inability of delivering, lack of cohesive teams, poor human resources policies and lack of product knowledge are some problems experienced in the industry where the delivery gap exists.
[bookmark: _Toc38415868]4. The Communication Gap: The gap between service delivery and external communication
The expectations of the customers of the company are highly influenced by the statement made by the organization’s advertisements and representatives (Garratt et al., 2014). The expectations of the consumers are raised by the communication by the company in the way of advertising media in the form of promises. The reason behind the occurrence of the communication gap is overpromising by the industry and later not matching with the actual service delivery. The consumers seek alternative sources for the products because of disappointments due to not matching the promised services with the delivered one.
[bookmark: _Toc38415869]5. The Customer Gap: The Gap between customer expectations and consumer perceptions
 The misunderstanding by the consumers of the service quality raised the gap between customer perceptions and customer expectations (Nimako et al., 2012). As per the available resources the customer expects from the company but is influenced by the advertising, personality, family lifestyle and cultural background. The interaction of the customers with the services and products creates the perceptions of the customers. Quality of the service delivered derives the perceptions of the customers as they got satisfied with services and products. For the perceptions of the customers, customer expectations would be identical. The customer gap can be closed by understanding the needs of the customers and the expectations of the customers.


[bookmark: _Toc38415870]Conclusion
It has concluded that the gap model is very effective for the organization in shaping up its efforts in bridging the gap between expected service and perceived service and the management of service processes was helpful for the company in delivering customer satisfaction. The gap model of service quality has helped in explaining the gap between perceptions and customers' expectations of service quality. It has summarized that proper market research and segmentations by the company helped in satisfying customer needs and expectations. It has concluded that the customer gap can be closed by understanding customer expectations and perceptions. The customers focused on the purchasing but before that, they set the choices and included the brands in the choice set via researching about the brands and their offered features.
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